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ABSTRAK 
 
Tujuan menjalankan projek penyelidikan ini adalah untuk mengkaji faktor-faktor 
kualiti makanan, kualiti perkhidmatan, menu, harga, kemudahan serta kebersihan 
yang mempengaruhi kepuasan pelanggan terhadap kafeteria beroperasi di Universiti 
Utara Malaysia, Kedah Malaysia Barat. Untuk mencapai objektif kajian ini, 
persoalan kajian dan hipotesis telah dibangunkan dan diuji. Tambahan pula, setiap 
hipotesis diukur dengan sewajarnya manakala keputusan yang diperolehi adalah yang 
kemudiannya dijelaskan oleh penyelidik. Ulasan sastera termasuk dalam projek 
penyelidikan ini diperkukuhkan lagi teori dan pemahaman yang lebih baik daripada 
faktor yang mempengaruhi pilihan kafeteria di kalangan pelajar UUM keseluruhan 
pada masa yang sama menyediakan bukti untuk menyokong teori tersebut. Data 
primer dikumpul dengan menggunakan soal selidik yang diedarkan berulang alik 
sebanyak 200 set seluruh pelajar UUM. Menggunakan Pakej Statistik untuk Sains 
Sosial versi 19.0, data yang telah dikumpul daripada soal selidik dianalisis 
menggunakan jadual dan carta. Di samping itu, dapatan kajian juga sedang 
dibincangkan untuk memahami hubungan antara pemboleh ubah bebas seperti kualiti 
makanan, kualiti perkhidmatan, menu, harga, kemudahan dan kebersihan dengan 
pembolehubah bersandar iaitu kepuasan pelanggan. Selepas data dianalisis, pengkaji 
bersetuju bahawa semua faktor penting dan mempunyai peratusan yang tinggi 
terhadap kepentingan mempengaruhi pemilihan kafeteria di kalangan pelajar UUM. 
Implikasi pengurusan juga dibincangkan untuk memberi gambaran yang profesional 
kepada pengusaha mengenai faktor permintaan dan trend ke arah kepuasan 
pelanggan. Kajian lanjutan juga dibincangkan maklumat terletak pada batasan faktor 
boleh membantu penyelidik masa depan ke arah menyediakan kajian yang lebih baik 
tentang faktor-faktor yang memberi kesan kepada pilihan kafeteria.  
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ABSTRACT 
 
The purpose of conducting this research project is to examine the factors of food 
quality, service quality, menu, price, convenience as well as cleanliness that 
influenced customer satisfaction towards cafeteria operating in Universiti Utara 
Malaysia, Kedah West Malaysia.  To attain the objectives of this research, research 
questions and six hypotheses are being developed and tested.  Furthermore, each 
hypothesis is measured accordingly while the results obtained are being subsequently 
explained by the researcher.  Literature reviews included in this research project 
further strengthened the theory and better understanding of the factors affecting 
choice of cafeteria among UUM students whole at the same time provide evidence to 
support the theory.  Primary data were collected using questionnaires being 
distributed fro a total of 200 sets throughout UUM students.  Using Statistical 
Package for Social Science version 19.0, data that had been collected from the 
questionnaire being analyzed using tables and charts.  In addition, findings of the 
research are also being discussed in order to understand the relationship between 
independent variables like food quality, service quality, menu, price, convenience 
and cleanliness with dependent variables that is customer satisfaction.  After the data 
being analyzed, the researcher concurred that all the factors are significant and 
having high percentage of importance towards affecting the choice of cafeteria 
among UUM students.  Managerial implications are also being discussed to provide 
professional insight to the operators about the factors in demand and in trend towards 
customers satisfaction.  Further research are being discussed as information lies in 
limitations factors can assist future researchers towards providing better research 
about the factors affecting choice of cafeteria. 
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CHAPTER ONE: INTRODUCTION 
 
1.1 Background  
 
 
Eating is a daily necessity.  According to the hierarchy of needs, a person must fulfil 
the physiological needs which are food, water air and shelter.  People concentrate on 
satisfying these needs before turning to higher needs (Lewis, 1983) 
 
Managing eateries to provide catering services must be appropriate and meet the 
needs and requirements of the clients and are aligned with customers’ needs. 
Therefore quality and service facilities shall be given priority in order to achieve 
organizational objectives. Catering services is essential for many organizations, 
particularly in the case of Higher Education Institutions (IPT). For the IPT, the 
service is provided through the cafeteria where it serves as a place that provides a 
focal point for students of all food needs from breakfast until dinner. This is because 
most of them spend more time on campus and in doing so relies heavily on food 
provided by the operators or contractors on campus area.  
 
Forms of facilities and services provided should be of a very high quality in order to 
create a healthy competition between these cafeteria operators. Researchers indicated 
that customers will select restaurants that meet their standards for quality and value; 
restaurateurs who ignore this will see customer traffic decline as guests support 
competing restaurants  (Stevens, Knutson et al. 1995). Operators who provide high 
quality services can obtain a clean, positive image of their business. This indirectly 
can guaranteed returns the number of customers and the amount of profit.  Therefore, 
The contents of 
the thesis is for 
internal user 
only 
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